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SECTION A: INTRODUCTION 
 

1. Foreword 
 
In 2006, the International Standards Organization (ISO) published a comprehensive international standard for market, 
opinion and social research (ISO 20252).  N early 30 count ries worked together to dev elop this stan dard, including 
Canada, which was represented by the Marketing Research and Intelligence Association (MRIA).  T he Association’s 
standards are largely consistent with ISO 2 0252 and in some cases exceed it.  In dis cussions with t he Standards 
Council of Ca nada (SCC), the MRIA learned that it co uld a ugment IS O 20252 and create a Ca nadian quality 
standard.  Dra wing from our Standards and Rules of Practice for Cor porate Members, th e MRIA has su pplemented 
the ISO docum ent with additional requirements for Cana da.  We expect th at once it meets the ap proval of the SCC  
and/or t he Canadian Standards Association, certification reviews of Gol d Sea l Members will be  based on  the new 
Canadian quality standard. 
 
Also in 2006, an MRIA Standards Task Force undertook a substantive review of two existing Association documents: 
 

• Standards and Rules of Practice for Corporate Members; and 
• Rules of Conduct and Good Practice for Individual Members 

 
The Task Force concluded that most of the provisions in the two documents are consistent; however, one section is 
not: procedures for lodg ing and handling complaints.  In addition, the Int ernet research sections i n both documents 
are inadequate, having been developed in 2001.  Finally, the documents overlap one another and contain both quality 
standards a nd ethica l ru les of con duct.  T he T ask F orced dec ided th at a l ogical s olution would be to revise  t he 
documents so that the quality standards and ethical rules were clearly delineated. 
 
As a res ult, quality standards are now enshrined in the proposed Canadian standard for market, opi nion and social 
research (ISO 20252 + additions).  The ethical rules for the cond uct of research ar e contained in this d ocument.  In 
many instances, separatin g ethica l rules fr om qua lity st andards is impo ssible.  Cl auses that address  good eth ical 
conduct could be equally interpreted as essential for ensuring high quality research.  As such, clauses of this type are 
also found in this document. 
 
 
 

2. The Marketing Research and Intelligence Association 
The Marketing  Rese arch and Intell igence Association (M RIA) is Ca nada’s pr emier or ganization for professional 
researchers engaged in the practice of market, opinion or social research in Canada.  The Association’s mission is to 
be the leader in promoting excellence in  the practice of marketing and socia l research and in the value of m arket 
information.  As an organization, MRIA strives to 

 
1) Provide the means for all members to achieve high levels of expertise and ethical responsibility in 

the conduct of research; and 
2) Promote respect for, and public recognition of, the value of research in Canada. 
 

MRIA is a ma jor pr ovider of  pub lications, seminars, e ducation c ourses, conferenc es to researc h a nd b usiness 
professionals in Canada. 

 

3. Professional Goals 
Members of th e MRIA all have in c ommon the sin gle goal of encouraging excellence in the conduct of marketin g, 
social and opinion research in Canada and elsewhere.  In a ddition, MRIA promotes the r esponsible use of research  
for decisi on-making in th e p ublic and corp orate d omains and works to  increas e pu blic und erstanding of researc h 
methods. 
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Members of the MRIA promise to: 

 
• Act in accordance with the Association’s Code of Conduct and Good Practice, and the principles they embody. 

 
• Uphold high standards of pro fessional competence and ethical conduct and refrain from any activ ities likely to 

impair the public’s confidence in marketing, social or opinion research. 
 

• Ensure that research is conducted appropriately at all times, matching the appropriate tools to the objectives and 
avoiding research which is inadequate, misleading or inaccurate. 

 
Member companies have an obligation to: 
 
• Comply with both the MRIA’s  Quality Standard and its Code of Con duct and Good Practice, and to re affirm the 

company’s commitment to them each year upon membership renewal. 
 
• Be accountable to the public, and the companies and organizations they serve. 
 
• Respect the professional integrity and confidentiality of member companies.  Work proposed or undertaken by a 

member company at the request of another should be treated with utmost professionalism. 
 
 

4. The Application of the Code 
 
The general section of this C ode applies to all research activities which members undertake involving the collection 
and/or an alysis of data  fro m a sam ple of ind ividuals, households or org anizations inv olving attitudes, be liefs, 
behaviour, articles in their possession or any other characteristic.  This includes all forms of marketing, social, political 
or op inion r esearch including cons umer and cor porate r esearch, qu alitative res earch, pan el r esearch, ethn ological 
and anthropological research, mystery shopping, mixed-mode, Internet research or any research activity. 
 
The Code herein is largely based on rules developed by the MRIA’s three predecessor associations: 
 

• The 2001 revi sion to the Professio nal Mar keting Res earch Societ y’s Rules of Co nduct and Goo d 
Practice; 

 
• Standards a nd Rul es of Pra ctice dev eloped b y th e Ca nadian Ass ociation of Marketi ng R esearch 

Organizations; 
 

• Internet research standards that were developed in 2004 by a working group of th e Canadian Survey 
Research Council. 

 
This Code is f ully compatible with the IC C/ESOMAR International Code of Marketing and Social Research Practice; 
however, the organization and structure of the MRIA and ICC/ESOMAR codes are different. 

 
Sections of the  Code are ful ly binding on members where the phrasing of a particular se ction or sente nce indicates 
that a member shall or must abide by the procedure or action indicated.  Sections or sentences with use of the word 
“should” are not intended to be binding but to be advisory in nature and to suggest preferred courses of action. 

 
Members all have a mutual stake in the strict observance of the fully binding rules of this Code.  Violation of the rules 
could result in disciplinary action as per the Association’s Constitution. 
 

5. Charter of Respondent Rights 
 
Members must uphold the MRIA Charter of Respondent Rights (See Section F, Appendix 2). 
 
 

6. Disciplinary Action 
 
Breaches of this Code of Conduct or other actions which bring discredit to the profession or this Association may be 
subject to disciplinary action (See Section F, Appendix 3). 
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7. Code Definitions 
 
 
Children/Young 
Person 

For the p urpose of the Code, chil dren are d efined as un der 13 and 
young peo ple are define d as those a ged 13 to 17 .  The conse nt of a  
parent or re sponsible adult is required before inte rviewing children and 
recommended before int erviewing yo ung p eople.  In the case of 
qualitative re search, adul t con sent is requi red fo r kid s u nder 16.   
Members should con sult spe cific se ctions of the Cod e for rules 
pertaining to specific age groups: i.e. B22, C5, D8 and E. 

Client Any individual, organization, institution, department or division, including 
any belonging to the sam e organization as the practitioner, re sponsible 
for commissioning a research project. 

Focus Group An informal discussion with a small numbe r of selecte d parti cipants 
conducted by a skilled moderator. 

Interview Any form of contact intended to generate information from a respondent. 

Moderator An individual responsible for facilitating the interaction of the members of 
a qualitative research study. 

Monitoring The p rocess of a supervisor li stening to a n inte rviewer i nterview a  
respondent. 

Overly long 
questionnaire 

Questionnaires va ry in le ngth of time  depending o n varia bles such a s 
subject matter, the number of open-ended questions, and the fre quency 
of use  of co mplex scal es.  As a g eneral guideline, the follo wing a re 
generally considered ‘overly’ long: 
 
� A personal interview in-home      - over 60 minutes 
� A telephone interview                   - over 30 minutes 
� An Internet-based interview……..- over 30 minutes 
� A mall intercept interview              - over 30 minutes 
 

Practitioner Any individu al, orga nization, dep artment or divi sions, in cluding any 
belonging to  the same organization a s the ‘ client’, re sponsible for or 
acting as a consultant on all or part of a research project. 

Primary Records The mo st comprehensive re cord of in formation on whi ch a  re search 
project is ba sed (e.g. field instru ments, completed questionnaire, taped 
recordings of interviews, etc). 

Proposal Submission by a practiti oner that provides reco mmendations as to  
technique, sampling or other design facets, as well as a cost estimate. 

Recruiter A perso n who ide ntifies and i nvites re spondents to pa rticipate in a 
research project. 

Research Research i s the colle ction an d a nalysis of data from a  sa mple of 
individuals o r orga nizations relating to their characteristics, behaviour, 
attitudes, opi nions or po ssessions.  All forms of marketing an d soci al 
research are included such as co nsumer and bu siness, qualitative and  
observational studie s, comp etitor i ntelligence, soci ological and 
psychological investigations. 

Researcher Same definition as practitioner. 
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Respondent A re spondent is any i ndividual or organi zation from  whom an y 
information is sought by the researcher for the purpose of a marketing or 
social research project outlined above.  This in cludes those approached 
for research purposes whether or not substantive information is obtained 
from them a nd includes those who decline to pa rticipate or withdraw at 
any stage from the research. 

Secondary 
Records 

Any record of information on which a research project is based apart 
from primary records (e.g., computer input, coding and editing 
instructions, etc). 

Subcontractor Another firm or research organization retained by the original research 
company to conduct certain portions of a research project. 

Young Person/ 
Children 

See Children/Young Person. 
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SECTION B: GENERAL RULES OF CONDUCT 

 

TEN CORE PRINCIPLES 
 
The following principles summarize the ideas enshrined in this Code.  These principles are founded upon 
the history of practice of marketing research in Canada, the ICC/ESOMAR Code of Marketing and Social 
Research a nd the p rinciples underlying Cana da’s Personal Inform ation P rotection a nd Elect ronic 
Documents Act. 

 
Principle 1: Consent 
 
Contact with members of the public is at all times to be undertaken with their consent and with 
observance of their right to withdraw at any time. 

 
Principle 2: Public Confidence 

 
Members should act in a manner that serves to promote and augment, not diminish the 
confidence of the public in research in general. 

 
Principle 3: Public’s Right to Privacy 

 
The use of research data should extend only to those purposes for which consent was received.  
The public’s desire for privacy and anonymity is to be respected. 

 
Principle 4: Accuracy 

 
Members agree to use those research methods which are appropriate to the research goals, and 
to avoid con ducting re search which would be ina ccurate or m isleading.  M embers m ust be  
accurate in all aspects of research and refrain from purporting or sugge sting levels of accuracy, 
which a re g reater than is warrante d by the nat ure of the resea rch.  Memb ers shall report and 
interpret their result s in a manne r that rep resents these results a ccurately an d ackno wledges 
such limitations on the research, which in the absence of such acknowledgement, might mislead. 

 
Principle 5: Ethical Practice 

 
Members shall at all times act ho nestly, ethically and fairly in their deali ngs with all mem bers of 
the publi c, clients, em ployers, subcontractors and e ach othe r.  They will refrain from activities 
which show disrespect or otherwise unjustifiably demean, criticize or disparage others. 

 
Principle 6: Client Rights 

 
Members shall protect the intere sts of their clie nts and clients' rights to confidentiality.  Members 
shall ensure that records of research will be held for the appropriate periods and that these will be 
protected from theft, misuse and inadvertent destruction. 

 
Principle 7:  Lawfulness 

 
Members i n their cond uct of resea rch shall abide by the prev ailing p rovincial, national and 
international legislation which applies to the research they conduct. 

 
Principle 8: Competency 

 
Members agree to u phold high standards of ge neral competency in the d esign, execu tion, 
analysis, reporting, interpretation and consulting phases of all research. 
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 Principle 9: Familiarity 
 

Members will  und ertake t o keep  them selves, their co-workers and clients inf ormed a bout the 
code of cond uct to avoid breaches of i t, and will u ndertake al so to inform the mselves of a ny 
recent ch anges mad e by acce ssing, where n ecessary, s uch s ources as  the MR IA w ebsite or 
other material. 

 
 Principle 10: Professionalism 
 

Members commit themselves to the go al of see king to continuously improve themselve s in their 
chosen profession. 
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PROFESSIONAL RESPONSIBILITIES 
 
 

Public 
Confidence 
 

1. 
 

Researchers must not, whether knowingly or negligently, act in any way which coul d 
bring discredit on the marketin g re search profession or lea d to a loss of publi c 
confidence in it. 

Conformity 
to Code 

2. Researchers must not allow their names to be used i n connection with any research 
project as an assurance that the latter has  been carried out in conformity with this 
Code unless they are confident that the  project has in all re spects met the Co de’s 
requirements. 

Conduct 
with Other 
Researchers 

3. Researchers must not unjustifiably criticize or disparage other Researchers. 

Legality 4. Marketing research must always conform to the national and international legislation 
which applies in those countries involved in a given research project. 

Being 
Informed 
about the 
Code 

5. Members mu st en sure tha t employee s, inclu ding part-time a nd t emporary workers 
and subcontractors, are familiar with and abide by these Rules of Conduct and Good 
Practice.  . 

Avoiding 
Confusion 
in Public 
Statements  

6. Unless autho rized by the Executive Direct or, when talkin g to the  pre ss or m edia 
representatives, mem bers sho uld requ est that thei r membe rship in MRIA no t be 
included in any subsequent articles or media reports to avoid their personal views or 
opinions being confused with those of MRIA. 

In Accordance 
with Scientific 
Principles 

7. a) Marketing re search m ust always b e carried o ut o bjectively an d i n a ccordance 
with established scientific principles. 

 
b) Members must ensure th e reliability and validity of research data as far as 

reasonably p ossible when desi gning re search meth odologies an d inst ruments 
and in the collection, processing and analysis of research data. 

Reporting in 
General 

8. When reporting on the results of a marketing research project, the Researcher must 
make a clear distin ction betwe en the findings as su ch, the Re searcher’s 
interpretation of these and any recommendations based on them. 
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Integrity of 
Reporting 

9. a) Researchers must not knowingly allow the dissemination of conclusions from a 
marketing research project which are not adequately supported by the data.  
They must always be prepared to make available the technical information 
necessary to assess the validity of any published findings: 

 
b) This entails that: 
 
1) Members m ust recomme nd tho se te chniques and method ologies which a re 

appropriate to the obje ctives of the re search, avoiding those whi ch they belie ve 
may give misleading results.  

2) Members must not p rovide, or all ow without p rotest, interp retations of th e 
research that are inconsistent with the data.  

3) Members must not prese nt resea rch results with g reater confid ence than th e 
data warrant.  Instead, as responsible professionals, members must point out the 
relevant limit ations of the  re search.  This includes but is not limited to the 
following guidelines: 

i) Disclosing rel evant potenti al sou rces of  erro r, both sampli ng an d non-
sampling (e.g. response, non-response, measurement, coverage, etc.). 

ii) Being cautio us and expli cit about the  assum ptions ma de about data  
accuracy when employing quota or stratification methods with probability 
samples. 

iii) Refraining from making st atements about margins of sampling error on 
population estimates when probability samples are not used. 

 
Cost Efficiency 10. Researchers must al ways st rive to d esign rese arch which i s cost-efficient and of  

adequate quality and then to carry this out to the specification agreed with the Client. 
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RESPONSIBILITIES TO THE PUBLIC 
 
 
 

Charter of 
Respondent 
Rights 

11. Members must uphold the MRIA Charter of Respondent Rights. 
 
 
 

Voluntary 
Cooperation 

12. Respondents’ co-operation in a marketing research project is entirely voluntary at all 
stages.  They must not be misled when being asked for cooperation. 

Overly Long 
Questionnaires 

13. Overly long q uestionnaires should be a voided at all costs except where permission 
has b een o btained in adv ance from th e re spondent and/or special arrang ements 
have been made. 

Disclosure of 
Interview Length 

14. The approximate duration of interviews must be disclosed to Respondents when the 
questionnaire is overly lon g, as defined  in this Code .  When the interview le ngth is 
not co nsidered overly lo ng, Re spondents a re entitled to kn ow the app roximate 
duration of the interview upon request. 
 

Business to 
Business 
Interviews 

15. When a ppropriate, a ppointments fo r i nterviews should b e m ade in a dvance wh en 
conducting interviews with representatives of organizations. 

Permission to 
Recontact 

16. When a  Respondent i s in terviewed as pa rt of a study, the P ractitioner should not  
deliberately seek an  ad ditional i nterview with thi s specific Respondent unl ess th e 
Respondent’s permission to recontact was obtained during the initial interview. 
 

Special Handling 
for Refusals 

17. A potential Respondent who has initially refused to take part in a study should not be 
contacted for the same study on more than one subsequent occasion in person or by 
telephone.  Any second call should be condu cted by a specially trained inte rviewer 
or (field) supervisor (i.e. not the original interviewer). 
 

Guarantees of 
Anonymity 

18. (a) Respondents’ anonymity must be strictly preserved.  If the Respondent on 
request from the Researcher has given permission for data to be passed on in a 
form which allows that Respondent to be identified personally: 

 
I. The Respondent must first have been told to whom the information would be 

supplied and the purposes for which it will be used, and also 

II. The Researcher mu st ensure that t he information wi ll be use d for research  
or customer service purposes only and that the re cipient of the i nformation 
has agreed to conform to the requirements of the Code. 

 
(b) Respondents must be told prior to commencement of the interview if observation 

techniques or recording equipment are used, except where these are used in a 
public pla ce.  If the Resp ondent withd raws fro m the interview, he or she m ay 
request that the recording  be era sed.  The Re searcher ha s an  obligation to  
honour such requ ests where it is p ossible to do  so, su ch a s re cordings of 
individual interviews. 
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Limitations of 
Consent to 
Research 
Purposes 

19. (a) Interviewing must not be used as a disguise for selling or developing sales leads, 
nor for deliberately influencing the opinions of those interviewed.  Client products 
must not be given to Respondents to develop sales leads. 

 
(b) Marketing research must not be used to solicit money, to sell products under any 

circumstances, or to comp ile mailing lists.  Marketin g research companies may 
not conduct telemarketing or other sales activities using their marketing research 
name.  

 
(c) When acting in their capacity as Researchers, Researchers must not undertake 

any no n-research activities, for examp le, datab ase marketin g i nvolving d ata 
about individ uals which will be u sed to direct marketing a nd pro motional 
activities.  Any s uch non-r esearch ac tivities must always, in the way they are  
organized a nd ca rried out , be cle arly differentiated from ma rketing re search 
activities. 

Respondent 
Safety 

20. (a) The Researcher m ust take all re asonable p recautions to  en sure th at 
Respondents are in  no way directly harmed or adversely affected as a re sult of 
their participation in a marketing research project. 

 
(b) No Respondent should be pressured into testing products which he or she does 

not wa nt to try.  Produ ct informatio n su ch as in gredient list s an d instructio ns 
including a company na me and tele phone num ber, mu st be  available t o 
Respondents.  If applica ble, Re spondents mu st be scre ened prior to th e 
research for any conditi ons, in cluding allergi es, which would  pre clude th eir 
participation.  

 
(c) For produ ct evaluations involving t he con sumption of alcoh olic beve rages, 

Researchers must  com ply wit h t he ASTM Sta ndard Guid e for Senso ry 
Evaluation of Beverages Containing Alcohol (E1879). 

 
Disclosure of 
Researcher’s 
Identity 

21. (a) Respondents must be enabled to  check without dif ficulty the ide ntity and bo na 
fides of the Researcher. 

 
(b) Interviewers must carry with them visible identification from the organization they 

represent for all face-to-face interviewing.  Interviewers must identify themselves 
by name an d orga nization in an intro ductory state ment on all interviews.  If 
requested by the Respon dent, the Inte rviewer must provide the name, address 
and/or tel ephone nu mber of the orga nization they repre sent.  This info rmation 
must be clearly indicated on any questionnaire handed out to Respondents.   

Care with 
Children 

22. The R esearcher mu st take s pecial care w hen interviewing c hildren and young 
people.  The  informe d co nsent of the  pare nt or responsible a dult must first be  
obtained for interviews with children. 
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RESPONSIBILITIES OF RESEARCHERS TO CLIENTS 
 
 
 

Inform Clients 
Of Code 

23. The Researcher must ensure that Clients are aware of the exist ence of this Code 
and of the need to comply with its requirements. 

Client 
Anonymity 

24. The Researcher must not disclose the identity of the Client (provided there is no legal 
obligation to do so) or any confidential information about the latter’s business, to any 
third party without the Client’s permission. 

Syndication, 
Sub-contracting 
and Change of 
Specifications 

25. (a) The Researcher must inform the Client if the work to be carried out for that Client 
is to be com bined or syndicated in the  same project with work fo r other Clients 
but must not disclose the identity of such Clients without their permission. 

 
(b) The Re searcher mu st info rm the Clie nt as so on a s possibl e in advance wh en 

any pa rt of the work f or that Client is to b e sub contracted out side the 
Researcher’s own org anization (in cluding the use of any outside  consultants).  
On request, the Client must be told the identity of any such Subcontractor. 

 
(c) A Practitioner must cond uct a study in t he manner agreed upon.  Howeve r, if it 

becomes apparent in the course of a study that cha nges in the p lan should be 
made, the Practition er i s obliged to make hi s or her views (inclu ding cost 
estimates) known to the Client immediately.  

 
 

Detailed 
Reporting 

26. (a) The Researcher must provide the Cli ent with all a ppropriate technical details of 
any research project carried out for that Client. 

 
(b) Members m ust d escribe their meth ods an d fin dings a ccurately and  i n 

appropriate detail in all research reports, adhering to the standards for minimal 
disclosure specified below. 

 
The Clie nt is entitled to the followi ng information a bout any ma rketing re search 
project to which the Client has subscribed. 
 
a) Backgroun d 

1) for whom the study was conducted 
2) the purpose of the study 
3) names of subcontractors and consultants to perform any substantial 

part of the work 
 

b) Sample 
1) a description of the intended and actual universe covered 
2) the size, nature an d geo graphical distribution of th e sampl e (b oth 

planned and achieved) 
3) where relevant, the extent  to which any of the data collected were 

obtained from only part of the sample 
4) details of the sampling method and any weighting methods used 
5) where te chnically relevant , a statem ent of re sponse rate s and a 

discussion of any possible bias due to non-response 
 

c) Dat a Collection 
1) a description of the method by which the information was collected 
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2) a description of the fiel d staff, bri efing and field quality control  
methods used 

3) a description of verification and monitoring procedures  
4) the method of recruiting Respondents; and the general nature of any 

incentives offered to secure their co-operation 
5) when the fieldwork was carried out 

(a) (in the case of ‘desk re search’) a cl ear statement of the 
sources of the information and their likely reliability 

(b) the contact record based on last attempt 
(c) description of response rates and method of calculation 

 
d) Presentation of Results 

1) The relevant factual findings obtained 
2) Bases of percentages (both weighted and unweighted) 
3) General indications of the statistical margins of sampling error to b e 

attached to the main findings in the case of probability samples, and 
of the level s of statistical sig nificance of differen ces between key 
figures 

4) the questionnaire and other relevant documents and materials used 
(or, in the case of a shared project, that portion relating to the matter 
reported on). 

 
The Report on a project should normally cover the above points or provide a 
reference to  a readily a vailable separate do cument which contains the  
information. 

 
Verification 
Of Field 

27. (a) The Researcher must, on request, allow the Client to arrange for checks on the 
quality of fieldwo rk and data prepa ration provided that the Cli ent pays any 
additional costs involved in this u ndertaking.  Any such checks must conform to 
the following requirements:  

 
1) The Researcher mu st en sure th at an y informatio n whi ch mig ht 

identify Re spondents i s stored securely and separately from th e 
other i nformation they h ave provided , and that a ccess to such 
material i s restri cted to authori zed re search pe rsonnel within t he 
Researcher’s own organi zation for sp ecific research purposes (e.g. 
field administration, data processing, panel or longitudinal studies or 
other forms of research involving recall interviews). 

2) To p reserve Respondents’ ano nymity, not only m ust their nam es 
and contact inform ation be safeguarded, but  also any other 
information p rovided or ab out them which could in p ractice identify 
them (e.g. the name of the organization that employs them and their 
job title). 

3) These a nonymity require ments m ay be relaxed only und er t he 
following safeguards: 
i) where the Respondent has given consent 
ii) where disclosure of names and other identifying information to a  

third pa rty is essential fo r any research purpose, such as data 
processing o r further inte rviews (e.g. an indepe ndent fieldwork 
quality che ck) or fo r furth er follo w-up research.  The ori ginal 
Researcher is responsible for ensuring that any such third pa rty 
agrees, i n writing, to ob serve t he requirements of th is Code, if  
the third party has not already formally subscribed to it. 

 
(b) The Practitioner must monitor or verify a percentage of each Interviewer’s work.  

When monitoring, a mini mum of 5% of each Interviewer’s completed interviews 
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must be monitored.  In order to  en sure ad equate quality che cks, 75%  of th e 
whole intervi ew mu st be  monitore d to count to wards the 5 % monitorin g 
requirement.  Whe n ve rifying, a mi nimum of 1 0% of each  Interviewe r’s 
completed interviews must be verified.   

 
(c) In exceptional cases it can be organizationally impossible to carry out re-conta ct 

or monitoring to the  required level, or at all, or it ma y be considered contrary to 
Respondents’ interest.  In  such cases project records shall explain why this is 
the case and what othe r steps (eg checking data records) have been taken to 
validate data collection.  

 
(d) The Client has the right to be inform ed, prior to commencement of the study, of 

the proposed nature of the verificatio n or monitoring including the proportion of 
each Interviewer’s interviews to b e covered.  Upon request from the Client, the 
Practitioner i s obli ged to  disclo se th e re sults of  the verifica tion.  Wh ere 
verification i dentifies discrepancies or proble ms, 100% of a n intervie wer’s 
interviews shall be validated and all invalid and non-validated interviews shall be 
rejected.  If the problem i dentified through validation affects data that have been 
or will be deli vered to the Client, the Cli ent shall be i nformed immediately upon  
discovery of the problem.   

 
 

Verification 
Of Contract 
Specifications 

28. A Practitione r is oblige d to allow Cli ents to verify that work pe rformed me ets all 
contracted specifications and to be present at tho se operations of the Practitio ner’s 
or subcontracted organization relevant to the execution of the study.  

Client Property 29. (a) The follo wing re cords re main the p roperty of th e Client a nd must not b e 
disclosed by the Researcher to any third party without the Client’s permission: 

 
I. Marketing research briefs, specifications and other information provided by 

the Client. 
 
II. The research data and findings from a marketing research project (except in 

the case of syndicated or multi-client projects or services where the same 
data are available to more than one Client). 

(b) Research specifi cations, such as background, objective s and tech nical 
approaches or ideas provided by a Client or potential Client, remain the property 
of the Client and the contents must not be revealed to third p arties without the 
Client’s permission. 

(c) Client supplied lists provided for specific projects must not be used for any other 
projects or for adding names to the Researcher’s databases.  Those lists should 
be returned to the Client or destroyed upon completion of the project. 
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Security and 
Privacy of 
Primary and 
Secondary 
Records 

30. (a) Researchers must ensu re the se curity of all r esearch re cords in their 
possession. 

 
(b) The Researcher must conform to current agreed professional practice relating to 

the kee ping of such re cords fo r an a ppropriate pe riod of time,  as define d i n 
points (c) and (d) below, after th e end of the  proj ect.  On re quest, the 
Researcher must su pply the Client  with duplicate copies of such records 
provided tha t such du plicates do no t breach an onymity and confidentiali ty 
requirements; that the req uest is m ade within the a greed time li mit for kee ping 
the Re cords; and that the Client pay s the rea sonable co sts of providing th e 
duplicates. 

 
(c) Technical data must be maintaine d on all studie s for a period of three yea rs, so 

that if requested, the study can be replicated.  
 
(d) Primary and se condary records are the prope rty of the P ractitioner.  T he 

Practitioner is entitled to destroy primary records one year f rom the end of the  
fieldwork (providing secondary records are adequate to enable reconstruction of 
the re sults) and to destroy se condary re cords t wo years from  the en d of t he 
fieldwork without reference to the Client.  If the Client wishe s, exceptions to this, 
the Client must make special arrangements, in writing with the Practitione r.  The 
method of d estruction m ust mai ntain Client confidentiality an d Re spondent 
anonymity.  The Practitio ner must provide reasonable access for the Client, on 
non-syndicated stu dies, to the comple ted que stionnaires o r dat a form s an d to 
any tapes/discs, provided the Client bears the reasonable cost of prep aring any 
duplicates and masking the identity of Respondents.  

 
Billing 
Procedures 

31. (a) General billi ng procedu res requi re t hat a pe rcentage of the  estimated t otal 
amount of th e proje ct be  invoiced up on ap proval to proceed  wi th the p roject.  
Dependent upon the size of the proje ct, the nature of disbursements made by 
the Resea rcher on  be half of the Client, and/o r t he d uration of the project, 
subsequent amount s ma y be invoice d in on e o r a serie s of  interim billi ng 
amounts trig gered by sig nificant date s or milestones met in the cou rse of the  
project.  The final invoice should be clea rly indicated as such and not be issued 
until the last delivera ble has been received by the Client.  The final invoice i s 
generally not less than 10% of the total project budget. 

 
(b) Researchers should unambiguously inform the Client of the billing schedule and 

terms of payment prior to the initiation of the project. 
 
(c) The ±% co ntingency ran ge on co st esti mates is re cognition of the reality of 

research wo rk.  Almost all studie s are unique in so me re spect a nd estimatin g 
project costs is, in part, an art as well as a science.  Clients should not assume 
that the purp ose of the ±% continge ncy rang e on cost estimate s is to permi t 
them to ma ke changes in research specifications after estimates, based on the 
original specifications, are submitted.   Changes in the sp ecifications after 
estimates are submitted should be noted, and may be justification for a revised 
estimate at the discretion of the Resear cher.  It i s the responsibility of the 
Researcher to inform the Client of these fee changes before acting on the b asis 
of the amended specifications. 

 
Limitation of 
Liability 

32. Unless it i s specifically agreed to the contrary, upon receiving prompt notice from a 
Client that any of the Researcher’s se rvices o r delivera bles is defe ctive or 
incomplete, the Researcher must re-perform the work to the extent that it is defective 
or incomplete.  The Researcher will have no li ability for any business losses of  the 
Client (including without limitation loss of revenue, profit or goodwill), or for any other 
indirect, in cidental, spe cial or consequential damages, whet her attributable to  
defective or incomplete work or otherwise, and whether arising out of contract, tort or 
otherwise, even if the Researcher had been advised of the possibility of such losses.  
In any event, the Researcher’ s maximu m m onetary l iability in con nection with the 
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performance of the  wo rk or any  other matter rel ating to  the Researcher’s 
undertakings with the Client will be the return to the Client of sums previously paid to 
the Re searcher by the Cli ent on the projec t out of whi ch the Cli ent’s cl aim a rose; 
provided, that, in multi-ye ar tra cking studi es, the term “projec t” refers  only to the 
calendar year of the study with respect to which the claim arose. 
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RESPONSIBILITIES OF CLIENTS TO RESEARCHERS 
 
 
 

No Right to 
Exclusive 
Access to 
Researcher 

33. The Client d oes not hav e the ri ght, without p rior agreeme nt betwe en the  partie s 
involved, to exclusive use of the Resea rcher’s services or those of his o rganization, 
whether in whole or in part in carrying out work for different Clie nts.  However, the 
Researcher must e ndeavour to avoid pos sible clashes of int erest bet ween the 
services provided to those Clients. 

Client 
Responsible 
for Safe 
Use of Own 
Products 

34. a) Unless otherwise agreed  and provide d that the practitione r ha s followe d the  
stipulated p rocedures an d all reasonable p recautions have been ta ken, th e 
Client is responsible for any damages sought by th e public as a result of u sing 
any product or material supplied by the Client.   

 
b) Additionally, when testing products or materials, proper usage instructions must 

be provided by the Client and any ca utions necessary must be highlighte d (e.g. 
possible allergic reactions) and a li sting of ingredients must be p rovided by th e 
Client to the Practitioner.  

Objections 
to Sub- 
Contractors 

35. a) No di rect co mmunication betwe en th e Clie nt and  Subco ntractor should ta ke 
place unless prior agreement between the Client and the original Practitioner has 
taken place.  

 
b) Subcontractors a sked to  bid on th e same pro ject by different rese arch 

consultants must disclose this fact, but not  necessarily the identities of the other 
consultants.  Subcontractors may not reveal any design or technical data to other 
bidders.  

 
 

Researcher’s 
Property 

36. a) Unless it is specifi cally agreed to t he contrary, the followin g records remain the 
property of the Researcher: 

 
I. Marketing research proposals and cost quotations (unless these have been 

paid for by the Client). Th ey must not be disclosed by the Client to any third 
party, other than to a consultant working for the Client on that p roject (with 
the exce ption of any consultant wo rking also fo r a competitor of the  
Researcher).  In particula r, they must  not be used by the Client t o influence 
research proposals or cost quotations from other Researchers. 

 
II. The Researcher’s proprietary techniques, software and technologies.  They  

may not be copi ed or d uplicated, in w hole or in part, by the Client, nor 
disclosed to any third party. 

 
III. The contents of a report in the case of s yndicated research and/or multi-

Client projects or services where the same data are available to more than 
one Client and where it i s clearly understood that t he resulting reports a re 
available for general purchase or subscription.  The  Client may n ot disclose 
the finding s of su ch research to a ny third p arty (other th an his own 
consultants and advisors for use in connection with his business) without the 
permission of the Researcher. 

 
b) All other research records prepared by the Researcher (with the exception in the 

case of non-syndicated projects of the report to the Client and also the research 
design and q uestionnaire where the co sts of developing these are covered by  
the charges paid by the Client). 
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Publishing 
Results 
to Wider 
Audience 

37.  a)   Where a ny of the fin dings of a  research project are published by the  Client, the 
Client ha s a  respon sibility to ensu re that these are n ot misl eading.  Th e 
Researcher must be consulted and agree in advance to the form and content of 
publication.  I f the Clie nt does not consult with the Researcher in  advance and 
the former makes misleading statements about the research and its findings, the 
latter has the right to correct the misleading statements publicly. 

 
b)   Reports provided by a Practitioner are the property of the Client and are normally 

for use within the Client company or associated companies (including the Client’s 
agents).  If a wide r ci rculation of the re sults of the study is inten ded, eithe r in  
whole o r i n part, the  foll owing mini mum standards of  di sclosure should be  
adhered to so there will be an  ad equate ba sis for judgin g the  reliability a nd 
validity of the results reported.  

 
I. If a Practitioner’ s name i s to be use d, the Practitioner mu st b e con sulted 

prior to dissemination of  findings a nd is entitled to refu se pe rmission for 
his/her o r its name to b e used in connection with the study  until the 
Practitioner has approved the exact form and contents of the dissemination.  

 
II. For all reports of survey findings the Cl ient has released to th e public, the 

Client mu st be prepa red to release  the following details o n requ est: 
sponsorship of the survey ; dates of interviewing; methods of obtaining the  
interviews (t elephone, In ternet, mail or in-pe rson); population  that was 
sampled; size de scription and  natu re of sa mple; size of the sample u pon 
which the report i s being released; exact wording  of  questions upon which 
the release is based; and an in dication of wh at allowance should be made 
for sampling error. 

 
III. In the c ase of res earch commissioned by the media for public ation or  

broadcasting, all of the preceding information must be reported on the media 
organization’s website or, failing that, the research organization’s website to 
which the media organization’s website should have a hyperlink.  Where the 
media organization does not have a website, its news reporting must include 
mention of the re search organi zation that carri ed out the stu dy, whose 
website must carry the requisite information. 

 
 

Client 
Acknowledge-
ment of 
Researcher 

 38. Unless relinquished in a written agreement between the Researcher’s organization 
and the Cli ent, no data sh ould be analyzed within or outside the Client orga nization 
without cle ar ackn owledgement of the marketing rese arch supplie r.  Where  
reasonable, t he Cli ent shall not di sseminate inte rnally or exte rnally any re port, 
component of a repo rt or findings without the clear acknowledgement of the  identity 
of the research organization that provided the said report. 
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Competitive 
Bidding 

39. a) In so me i nstances, pot ential Clie nts a sk fo r com petitive bids from two o r more 
Practitioners and, wh en p roperly don e, su ch p ractice is complet ely within th e 
Code of Conduct.  However, certain co nditions are esse ntial to me et th e 
standards of proper practice.  These include: 

 
I. Whenever a Client asks more than one Practitioner for a p roposal o r cost 

estimate, thi s fact an d th e num ber of  pro posals o r cost estimates being 
requested should be com municated to  the Practitioners co ncerned.  If this 
information is not di sclosed volu ntarily, Clients should p rovide it upon  
request.  Clients should only request up to four competitive proposals or cost 
estimates on any given project; however, these limits do not apply to ce rtain 
public se ctor contract s which m ay req uire a n ope n bidding process und er 
NAFTA and other trade agre ements.  For a ny stu dy, the Practitioner is 
entitled to indicate i n advance whether or not the Practitioner will request 
payment for the cost of preparing such a proposal or cost estimate. 

 
II. During and following the prop osal or cost estimate process, both the Client  

and the Practitioner must respect the confidentiality of each party’s technical 
input or ide as.  Specifica lly, no unique techni que or idea in cluded in a  
Practitioner’s proposal may be used by the prospective Client in conjunction 
with a nother Pra ctitioner unle ss p ermission has been obtai ned from  the  
original Practitioner.  

 
b)    Additionally, all unaccepted proposals, in whole or in part, remain exclusively the 

property of the origin ating Practitioner unless an agreement has been reached.  
Conversely, no u nique te chnique or i dea i ncluded in a  p rospective Cli ent’s 
specifications during the p roposal or cost estimate process may be offered to  
other prospe ctive Cli ents by the P ractitioner with out the originating Client’s 
approval.  
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SECTION C: RULES SPECIFIC TO THE CONDUCT OF 
QUALITATIVE RESEARCH 

 
 
 
 

Not Used for 
Selling 

1. Qualitative research m ust not be used fo r selling or developi ng sales leads.  
Qualitative research must not be  used by the Client deliberately to try to i nfluence 
the opinions of those interviewed. 

Respect for 
Respondents 

2. Members must not  harass, badger, grill or belittle any member of the p ublic ei ther 
while t rying t o re cruit for,  or d uring th e conduct of,  any qu alitative study. Cl early, 
behaviour cannot be p recisely define d but sin cere and consistent efforts to show 
respect to the Re spondents are, nevert heless, a mandato ry requireme nt of the  
Association's Rules of Conduct and Good Practice. 

Privacy/ 
Confidentiality 
Requirements 

3. The Moderator must explain to all respondents at the commencement of the 
interview/groups: 

i. The presence and purpose of the one-way mirror;  

ii. The presence and purpose of the video recording;  

iii. The presence and purpose of the audio recording;  

iv. The confidentiality of the Re spondents' id entities, unless th ey otherwise 
acknowledge and a gree, in writin g, to their p ersonal info rmation bei ng 
disclosed to other organizations; 

v. That the proce edings a re confid ential and  it is und erstood that the  
Respondent will keep the nature of the proceedings confidential. 

 
Recording 
Release 

4. The use to be made of video recordings,  including video streaming over the Internet, 
must be explained in full t o Respondents.  Written consent mu st be obtained from 
each Re spondent p rior t o any video  recordi ng. Video re cordings m ust n ot be 
released to Clients without written acknowledgement by the Clients of the restrictions 
on their use. 

Children 5. Before children un der th e age of 16 y ears a re a sked to pa rticipate in qu alitative 
research, the permission of a parent, gu ardian or other person responsible for them 
must be obt ained.  In o btaining this permission, the Recruiter m ust allo w th e 
responsible person to see or hear the questions which will be asked, or if this i s not 
practical, must describe the nature of the qualitative interview in sufficient det ail to  
enable a rea sonable person to rea ch an informed decision. For example, no t only 
should the subject matter be de scribed, but  also any se nsitive or emb arrassing 
questions should be brought to the attention of the responsible person. 

Lists 6. Recruiters must treat all materials relating to any project as strictly confidential.  Lists 
provided by the Mod erator/Client to recruit for one p roject must not be used for any 
other project and m ust b e retu rned to the Mo derator/Client when the project i s 
completed. 
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Default 
Recruiting 
Specifications 

7. The following Rules of Conduct are a ssumed to b e in op eration for a ny quali tative 
research undertaken by members among the general public or speci alized publics, 
unless changes to any or all of the Rule s have been discussed and agreed to by all  
parties involved in the research study.  Pa rties may include, but are not limited to, 
the following: Researcher, Moderator, Client, Facility Oper ator, Recruiter,  
Subcontractor and Respondent.   
For the General Public  
(a) All Re spondents must m eet u sage/trial/ownership standards in cluding type  of 

brand, frequ ency of use/trial or othe r time limits spe cified for the study and  
demographic spe cifications for the study, includin g marital stat us, age, sex, 
income, occupation, and household composition, etc. 

 
(b) No Respon dents (nor a nyone in their immediate families o r ho useholds) m ay 

work in a n o ccupation that has a nything to do wit h the topic area (whether 
wholesale, retail, sale s, servi ce o r c onsultant) n or in adve rtising, marketin g, 
marketing research, public relations or the media (radio, televisi on, newspaper, 
film/video production, etc.) nor may Respondents themselves ever have worked 
in such occupations. 

c) No Respondent may b e recruited who ha s atten ded, in the  pa st two yea rs, a 
focus gro up discu ssion or in-depth int erview o n the same ge neral topi c as 
defined by the Moderator. 

d) No Respondents should be recruited who know each other for th e same study, 
unless they are in different groups or interviews that are scheduled separately. 

e) No Respon dent may be recruited who  has  attend ed a grou p di scussion or i n-
depth interview within the past six months. 

f) No Respondent may be recruited who has attended five or more focus groups or 
in-depth interviews in the past five years. 

g) At least one third of the Resp ondents recruited for each group/study must never 
have attended a group discussion or in-depth interview before. 

h) All Respondents must have been livin g in the specified market a rea for at lea st 
the past two years. 

i) All Respondents must be able to spe ak, read a nd write in the l anguage of the  
group or study being conducted. 

j) Recruiters should not u se adverti sing t o recruit Respondents for a p articular 
project, unless authorized to do so by the Mode rator (or Client).  The Moderator 
(or Clie nt) must a pprove both th e ad copy and the selection of the 
medium/media in which the proposed advertisment would run. 

 
One Study 8. To protect the Respondents, persons recruited for a specific study must be  used by 

the Mod erator o nly for t hat study and not  b e re called to p articipate i n an other 
qualitative study without prior permission of the initial Recruiter and the Respondent. 

Defined 
Recruiting 
Specifications 

9. The Moderator must clearly define (preferably in writing) the complete specificat ions 
for the s tudy to the Rec ruiter (e.g., s pecific u sage/trial/ownership standards; 
demographic spe cifications, any psy chographic or attitudinal se gmentation criteria 
thay may apply, etc.) as well as what, if anything, the Respondent can be told about 
the topi c, o r se ssion, i n advance.  A ny change in  sp ecification, date o r l ocation 
should be similarly provided. In additio n, the Moderator should obtain confirmation 
that the recruiter will follow the accept ed Recruiting Guidelines of the Qualit ative 
Research Division. 
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Security of  
Recordings 

10. (a) Audio and video re cordings, where  applicable, must be kept by the 
Moderator, or in hi s or her absence, the Facility or Su bcontractor, for a 
period of 12 months.  Aud io and video recordings should be di sposed of in 
such a way as not to risk the security of the information obtained. 

(b) Client a nd/or third pa rties may only h ave acce ss to re cordings with the  
consent from  all p articipants.  Sh ould a client and/or third p arty req uest 
recordings, they must provide written confirmation that they will onl y use the 
recordings for the intended purpose of the research and for internal use only 
unless oth erwise ag reed upon.  Aud io and vide o recordi ngs should be 
disposed of i n such a way as not to risk the  secu rity of the inf ormation 
obtained.  

Inclusion of 
Statement of 
Non-projectability 

11. Each qualitative rep ort m ust in clude a standard statement e mphasizing that  the 
results of t he re search a re n ot st atistically proje ctable.  Thi s caution shou ld b e 
included in t he summary and th e b ody of the  re port.  Rep orts should not i nclude 
percentages or precise proportions.  Expressions such as some, most, or a few, may 
be used. 

Confidentiality of 
Materials 

12. All material  relating to Clients mu st rem ain confidential to persons wholly or 
substantially employed by the Moderator, unless otherwise authorized by the Cl ient.  
Unless a uthorized t o d o so  by th e Client, the  Moderator should not reveal to  
Recruiters or Respondents nor to any other person not directly concerned, the name 
of the Client commissioning the study.  

Names Property 
of Recruiter 

13. The facility must not enter into their own files the names of Respondents recruited by 
another agency.  Where it  is nece ssary to keep a re cord (e.g., to prove re ceipt of 
incentives), t he facility mu st not access those names for the purpose of f urther 
recruiting. 

Facility-Client 
Relationship 

14. Facility empl oyees must have no  contact with  the Client b eyond attendin g t o their 
requirements during the session s.  There should be no attempt to conta ct the Client 
either d uring or after the  study ha s take n pla ce.  When ever separate qu alitative 
studies are being conducted simultaneously or are closely consecutive, for separate 
Clients, facility operato rs must arra nge for each st udy to maintain co nfidentiality.  
This applies to the time  leading up  to, during and immediately following the actual 
fieldwork.  A ny computerized messaging produced by a cli ent must be erased after 
the event so as to prevent access to any of it by a subsequent Client. 

Retention of 
Back-up  
Recordings 

15. If back-up recordings are left at the facility, including tapes and portable storage 
media such as CD-ROMs, DVDs and Flash drives, the recordings must be kept for 
12 months.  Tapes and portable storage media must be completely erased prior to 
disposal or reuse. 

Security and 
Confidentiality of 
Study Materials 

16. The facility must e nsure proper security safeguards and confid entiality with respect 
to all study materials, such as screeners, product samples and recordings. 

Double-recording 17. Wherever possible, sessions should be double-recorded. 

Proper 
Respondent 
Qualifications 

18. It is the resp onsibility of the Recruite r to ensure th at the Respo ndent i s p roperly 
qualified fo r i nclusion in t he stu dy.  Recrui ters m ust explain  to  parti cipants in the 
study exactly what is expected of them.  For example: 
 
(a) The importance of punctuality. 
(b) The length of the interview period and whether there will be any breaks. 
(c) The date, time and exa ct location (with details of pa rking, nearest public tra nsit 

stop, et c. an d any d etails req uired for gaining a ccess to the fa cility, e.g. entry 
codes, who to ask for, etc.). 
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(d) Whether they will be asked to taste food or beverages. 
(e) The payment (and any associated terms). 
(f) The importance of not bringing children or someone else to the session. 
(g) The fact that they may b e re-scre ened either pri or to the discu ssion or at th e 

facility or location of the session. 
(h) That they will be asked for identification at the facility or location of the session. 
(i) That they ma y be asked t o complete pre-session exercises before the session  

and/or upon arrival for the session.  
 
When possible, this inform ation should be confi rmed in writing or through a follow-
up, remin der, telephone call.  If Respond ents a re to be aske d to taste fo od or 
beverages, Resp ondents must be asked in adv ance if they have allergie s a nd/or 
allergic reactions to any su bstances, prior to being re cruited.  Respondents must be 
made aware of the ingredient list and/or product information and be asked to sign a 
waiver  indicating that they understand what they will be consuming.  If Respondents 
are being a sked to consume al coholic beve rages, ap propriate notificatio n and 
arrangements must be made for transportation. 
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GOOD PRACTICE IN QUALITATIVE RESEARCH 
 
 
 

Recruiters Must 
Comply with 
Specifications 

19. Recruiters should make every effort to ensure that all recruited Respondents comply 
with specifications detailed for the  project and that they turn up at the correct place, 
at the righ t time, being fully aware of what is exp ected of them.  
Confirmatory/reminder re-scree ning should, wh ere possible, be con ducted by 
someone oth er th an th e original Recruiter.  S creening questionnaires used  i n the  
recruitment o r a sum mary of these sh ould be m ade available t o the Mode rator in  
advance of the research sessions.  

Qualitative 
Research 
Registry 

20. In complia nce with the MRIA’s Qu alitative Rese arch Re gistry (QRR) se rvice, 
Recruiters should provide accurate data to  the Regi stry on a con sistent basis and 
check Respondents a gainst the QRR.  Any re spondents who are recruited f or a  
qualitiative research study from a third party list, such as a Client's customer list, and 
who attende d the study f or which th ey we re recru ited, sh ould have thei r n ames 
submitted to  the QRR report unl ess requested otherwise, in writing, by the list 
owner(s). 
 
 

Primary 
Consideration for 
QRR Participants 

21. Moderators buying recruiting services should give primary consideration to recruiting 
agencies which submit to QRR on a regular and ongoing basis. 

Source and 
Author of 
Analysis 

22. Unless oth erwise agreed, the Researcher sho uld li sten to recorded 
interviews/groups, or work from tran scripts o r det ailed note s appropriate to the 
study’s obj ectives, when preparing the analysi s. Re searchers should info rm the 
Clients of the authorship of analysis and reports. 

Report Contents 23. Each report should contain a copy of the recruiting questionnaire and Respondent 
qualifications togethe r with a co py of the discussion outline a nd, if po ssible, any 
materials used as stimuli during the interview. 

Non-projectability 24. The Moderat or should ensure that the Cli ent understands the n on-projectability of 
qualitative research to the population at large before embarking upon the project. 
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SECTION D: RULES SPECIFIC TO CONDUCTING MARKET 
RESEARCH USING THE INTERNET 

 
 
 

1. Respondent cooperation must be a voluntary and informed choice 

 
Voluntary 
Participation 

1.1 Survey Respond ents’ co-op eration must at all  times be  voluntary.  
Personal info rmation mu st not be sou ght from, or about, Respond ents 
without their prior knowledge and agreement.  

Misleading and 
Deceptive 
Statements 

1.2 In obtaining the ne cessary agreement from Respondents, the Researcher 
must not mislead them about the nature of the rese arch or the uses which 
will be made of the findi ngs.  In particular, the Researcher m ust avoid 
deceptive sta tements that would be ha rmful or creat e a nui sance to the 
Respondent.   

Use of Survey 
Information 

1.3 Survey intro ductions o r a su rvey description to which a lin k has b een 
provided must assure Respondents that data will be collected only for 
research pu rposes.  Any  other p urpose, such a s rectifying a  spe cific 
customer co mplaint, mus t have the proven exp ress co nsent of the  
respondent.  Researchers must not under any circumstances use personal 
information f or di rect m arketing or other sales app roaches to the  
respondent. 

Duration of the 
Online Survey 

1.4 For survey s compl eted o n-line, respo ndents sh ould be inform ed, at the 
beginning of the survey, about the length of time the questionnaire is likely 
to take to complete under normal circumstances. 

E-mail Invitations 
to Respond 

1.5 Researchers sho uld reduce a ny in convenience or irritation  the ir e-mail 
invitations mi ght cau se th e reci pient b y clearly stati ng its purpo se in th e 
first sentence and keeping the total message as brief as possible.  

Links to Privacy 
and Cookie 
Policies 

1.6 Any links to data protecti on, priva cy policy or cookie policy stat ements 
should be given at the start of the questionnaire. 

2. Researcher's identity and list sources must be disclosed 

 
Disclosure of the 
Identity of the 
Researcher 

2.1 Respondents must be told  the identity of the Rese archer carrying out the  
project and given contact information so that they can, without difficulty, re-
contact the Researcher should they wish to do so. 

Providing 
Information about 
Research 
Agency/Sponsor 

2.2 Respondents must be given the op portunity to find out more a bout the 
research ag ency o r spon sor carrying out the study,  by giving th em the  
name of the organi zation togeth er with contact inform ation (p ostal 
address, tel ephone n umber, a gency’s we bsite o r e-mail ad dress) or a  
registration n umber an d the M RIA's t oll-free telep hone number for any  
research reg istered in the MRIA's Rese arch Reg istration Syst em.  A 
corresponding hyperlink is recommended for this purpose.  
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Disclosure of Client 2.3 For cu stomer database survey s, the identity of the Cli ent must be 
revealed.  

Disclosure of List 
Sources 

2.4 Where lists are used for sample selection, the source of th e list must be 
disclosed.  Researchers should ensure that lists are permission-based for 
research purposes and that the data are current. 

3. Respondent's anonymity must be protected 

 
Protection of 
Respondent 
Anonymity and 
Use of Information 

3.1 The a nonymity of Respon dents i n consumer research mu st al ways be  
preserved unless they h ave given th eir informed and express consent to  
the contrary.  If these Re spondents have given pe rmission for d ata to be 
passed on in  a form whi ch allows the m to be person ally identi fied, the  
Researcher must en sure that the informatio n will  be used for rese arch 
purposes only, OR, if req uested, to re ctify a cu stomer complaint.  Such  
personally id entified info rmation m ust not b e u sed for sub sequent n on-
research pu rposes such as di rect ma rketing, list-b uilding, credit rating, 
fund-raising or othe r ma rketing a ctivities rel ating to those i ndividual 
Respondents. 

4. The use of unsolicited email for consumer research is prohibited 

 
Unsolicited  
E-mail 

4.1 Researchers must not use unsolicited e-mail to invite consumers to participate in 
research.  R esearchers must  v erify t hat con sumers contacted for re search by 
email h ave a re asonable expe ctation that  they will re ceive email conta ct fo r 
research, irrespective of the source of the list (i.e. Client, list owner, etc.).  Such 
agreement can be assumed when the following conditions exist: 

1. A su bstantive p re-existing relation ship exist s between the  in dividuals 
contacted and the re search o rganization, the Cli ent, or the list owners 
contracting the research (the latter being so identified);  

2. Individuals h ave a reasonable expe ctation, ba sed on th e p re-existing 
relationship, that they may be contacted for research;  

3. Individuals are offere d the choi ce to be rem oved from future  email  
contact in each invitation; and,  

4. The invitation list excludes all individuals who have previously taken the 
appropriate and timely steps to request the list owner to remove them. 

Business-to-
Business Research 

4.2 Unsolicited survey invita tion email s may be se nt to busine ss-to-business 
research Respondents provided that Researchers comply with points 3 and 4 i n 
clause 4.1 a bove, as well as the anti -spam poli cies of their Int ernet service 
providers and email service providers. 

Collection of E-mail 
Addresses   

4.3 Research organi zations a re p rohibited from usi ng any subte rfuge in obtai ning 
email ad dresses of potent ial re spondents, su ch a s colle cting e mail add resses 
from pu blic domai ns, using techn ologies o r t echniques t o coll ect email 
addresses without individuals’ awareness, and collecting email addresses under 
the guise of some other activity.   
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Data Collection 
and Recruitment 
Techniques 

4.4 Researchers must not ma ke use of surreptitious, misleading or unsolicited data 
collection o r recruitment  techniq ues – includin g using ag ents that colle ct 
personal info rmation without the Re spondent’s expl icit awa reness, spam ming, 
scamming or baiting Respondents. 

Misleading E-mail 
Return Addresses 

4.5 Research o rganizations are prohibite d from  u sing false  o r mi sleading retu rn 
email add resses, includi ng spoofin g the from labe l of email messag es, wh en 
recruiting Respondents over the Internet. 

Opt-out 4.6 A Respondent must b e able to refuse  participation in the survey via a suita ble 
option, and to refuse further contact by email in connection with the survey.   

5. Online panel and website recruitment practices  

 
Online Panels 5.1 When recruiting members for an online panel, it must be expressly pointed out to 

them that their personal contact information, as well as various selection criteria, 
will be stored by the research agency  for the purpose of further surveys. 
Furthermore it must be pointed out that members can discontinue participation at 
any time and can ask that these data be deleted. 

Website 
Recruitment of 
Respondents 

5.2 Where visitors to  a particular website a re asked to t ake pa rt in  a  su rvey, care  
should be tak en to  ensure th at vis itors who d o not w ish to ta ke p art ar e no t 
inconvenienced (e.g. through a pop-up window that interrupts a task). 

6. Privacy  

 
Disclosure of 
Privacy Policies 

6.1 Canadian organizations that collect personal information are required by law to 
have a priv acy poli cy.  Marketing Research an d Intelligen ce Associ ation 
members carrying out re search on the  Internet should post their privacy poli cy 
on their web site, with a Privacy hyperlin k from every page of the website.  The 
order a nd wording of the  publi shed p rivacy statement is a m atter for e ach 
member to  d ecide a ccording to it s specific circumstances.  Th e MRIA Pri vacy 
Protection Handbook includes a sample corporate privacy policy.  An example of 
a privacy statement for Internet research is given in Appendix A. 

Respondent’s  
E-mail address is 
Personal 
Information 

6.2 A Respondent’s email address is personal information and must be  protected in 
the same way as other identifiers. 

Disclosure of the 
Use of Cookies, 
Log Files or 
Software 

6.3 Researchers must have a readily accessible policy statement concerning the use 
of cookies, log files and, if  applicable, software.  Thi s statement may be eithe r 
included in t heir privacy policy or it  may app ear in a  sepa rate do cument.  
Software mu st not be installe d on Re spondents’ compute rs without thei r 
knowledge or co nsent.  In  addition, Respondents m ust b e a ble t o re move th e 
Researcher’s software  easily from thei r machines (e.g. for Windows users, the 
software m ust app ear in  the Add/Re move Prog rams folde r in  their Control 
Panel). 
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Deletion of 
Respondent’s 
Record 

6.4 Respondents are entitled to ask that part or all of the record of their interview be 
destroyed or deleted and  the Researcher should conform to any  such request 
where reasonable. 

7. Data security  

Protection of Data 7.1 Researchers must use up-to-date technologies to protect the personal data 
collected or stored on websites or servers.  In particular, panel registration 
pages, and online surveys that collect sensitive personal information, must 
use Secure Socket Layer (SSL)  or an equivalent level of protection. 

Temporary Storage 
of Data on Servers 

7.2 If the temporary storage o f the data co llected takes place on a server that 
is ope rated b y a provide r, the re search agen cy mu st pla ce the provider 
under the obligation to take the necessary technical precautions to ensure 
that third  pa rties cannot access the data o n th e se rver or  du ring da ta 
transfer.  Te mporary storage of the collected data on the server must be 
terminated at the earliest possible time. 

Transmission  
of Data 
Internationally 

7.3 Before data is sent over the Internet to another country, Researchers must 
check with competent authorities that the data transfer is permissible.  The 
recipient may need to provide safeguards necessary for the p rotection of 
the data. 

Disclosure of 
Respondents’ E-
mails in Batch 
Transfers 

7.4 Researchers must have adequate safeguards in place to ensure that when 
emails a re sent in  bat ches, the  a ddresses of  the  re spondents are n ot 
revealed. 

8. Interviewing Children and Young People 

Children may be familiar with using the Internet but  research has found them  to be naïve and tru sting, 
happily disclosing information about themselves or their households without realizing the im plications of 
doing so.  Parent group s, con sumer g roups an d legi slators a re particularly concern ed ab out potential  
exploitation of children on the Internet a nd it i s for this reason that guidelines place greater burdens on 
Researchers than would be the case in adult research.   

NOTE TO PROPOSED GUIDELINES:  THESE GUIDE LINES PROPOSE RAISING THE AGE OF 
CHILDREN WHO CAN BE INTERVIEWED WITHOU T PA RENTAL CONSENT FROM 12 YEARS  
(CURRENTLY REFLECTED IN THE PMRS AND CAMRO GUIDELINES) TO 13 YEARS.  THIS  
INCREASE IN AGE BRINGS THE PROPOSED GUIDELINES IN LINE WITH THE COPPA (CHILDREN’S 
ONLINE PRIVACY PROTECTION AC T) IN THE US.  IN ORDE R TO RECOGNIZE THE I NVESTMENT 
AND EFFORT SOME RESEARCH ORGANIZATIONS HAVE MADE IN RECRUITING CHILDREN AGED 
UNDER 13 YEARS INTO THEIR PANELS, WE P ROPOSE THAT THIS MINIMUM A GE GUIDE LINE 
SHOULD BECOME EFFE CTIVE ONE  YEAR AFTER THE BALANCE  OF THE GUIDE LINES HAVE  
BEEN ENACTED.  (THE NET EFFECT BEING THAT ALL PANELISTS AGED 12 YEARS WOULD THEN 
BE AGED 13 YEARS).   

Observation of 
Laws and National 
Codes 

8.1 Researchers must observe all relevant laws and national codes specifically 
relating to ch ildren a nd young peo ple although it is reco gnized that the  
identification of children and young people is not possible with certainty on 
the Internet at this time. 
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Conformance to 
Industry Guidelines 

8.2 Researchers must use their best endeavours to ensure that they conform 
to the requirements of thi s guideli ne, for example b y introduci ng spe cial 
contacting procedures to secure the permission of a parent, legal guardian, 
or othe r re sponsible ad ult before carrying out an in terview with child ren 
under 13.  Whe re ne cessary Re searchers sho uld con sult the MRIA for 
advice. 

Adult Consent 8.3 Permission o f a re sponsible ad ult mu st be obtain ed b efore int erviewing 
children under the age of 13 years. 

Consent 8.4 Researchers must ensure that the principle of consent is met, so if Internet 
research is conducted, speci al mea sures mu st be taken to  ensure  
verifiable and explicit consent.  

Process for 
Obtaining Consent 

Online Panels or 
Other Approved 
Lists 

8.5 In cases where interviews with children of adult online panelists or children 
of other onli ne list m embers are desired, the follo wing measures must be 
implemented: 

1. The e-m ail invitation to the adul t pan elist or list membe r must  
contain the following: 

a. A notice stipulating that t he onli ne survey is intend ed for 
the child within the household. 

b. Name and contact details of the agency/agencies. 

c. The nature of the data to be collected from the child.  

d. An explanation of how the data will be used. 

Process for 
Obtaining 
Consent: 

Recruiting 
Children from 
Websites 

8.6 In cases wh ere children are bei ng re cruited from websites, the following 
measures must be implemented: 

1. For websites aimed at children, a notice to children, informing them 
of the requirement for adult consent must be shown at t he 
beginning of the survey. This notice should be clear and prominent 
and must include an explanation of the subject matter and nature 
of the re search and details of the agency und ertaking it, with 
contact information. To obtain consent, the notice must request the 
adult’s contact information (e.g. email address). It m ust also refer 
to the fact that consent will be verified. 

2. Questionnaires on websites aimed at children must require a child 
to give th eir age before any other info rmation is requested. If th e 
age given is less than 13 years, the child must be e xcluded from 
giving further information until t he app ropriate consent has be en 
obtained. 

3. For websites aimed at adults, a n otice to p arent or g uardian, 
seeking their consent for their child to be asked to participate in the 
research, must be posted on the website. This notice must include: 

a. A heading explaining that this is a notice for parents.  

b. Name and contact details of the agen cy/agencies and the 
name of the Client (if the Client agrees). 

c. The nature of the data to be collected from the child.  

d. An explanation of how the data will be used.  

e. A description  of the procedure for gi ving and verifying 
consent.  
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f. A request for a parent’s contact e-mail address, address or 
phone number for verification of consent. 

Parent Contact 
Details 

8.7 It is permissible to ask children to provide contact details for their parents in 
order for consent to be sought as long as this purpose is made clear in the 
request for information. 

Acceptable Forms 
of Consent for 
Classic Research 

8.8 Where personal inform ation collected from chil dren will only be used for 
classic research purposes and no pe rsonal data will be passed on for any 
other purpose, a return e-mail from p arent or guardian giving their consent 
is a cceptable, as lo ng as addition al steps are ta ken to en sure that the 
consent actually came f rom a pa rent — for exam ple, following up with a n 
e-mail, letter or phone call. 

Situations When 
Parental Consent 
Is NOT Required 

8.9 Prior parental consent will not be required to:  

1. Collect a child’s or parent’s e-mail address solely to provide notice 
of data collection and request consent.  

2. Collect a chil d’s age fo r screening and exclusion purposes. If this 
screening le ads to the decision that  a child does qualify fo r 
interview, pa rental consent must then be sought to contin ue with 
the interview. 

E-mails to 
Children 

8.10 E-mail com munications must not b e addresse d to children  without 
verifiable and explicit prior consent.  

Types of 
Information 
Collected 

8.11 Personal information relating to othe r people (for example, parents) must 
not be collected from children.  

Sensitive 
Questions 

8.12 Asking q uestions on topi cs generally reg arded a s sen sitive should be 
avoided wherever possible and in any case handled with extreme care. 

Policies Must Be 
Understandable 

8.13 All data prot ection, p rivacy poli cy, co nsent and ot her n otices must be  
capable of being understood by children. 
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SECTION E:  INTERVIEWING CHILDREN AND YOUNG PEOPLE 
 
 
 

Introduction  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Definition 

 A con siderable amou nt of survey rese arch is carried out amo ng child ren a nd 
young people for both eco nomic and sociological purposes.  Thi s is a legitim ate 
and valuable form of research but, it calls for special care and precautions on the 
part of the Researcher.  This Guideline specifies in more detail what such "special 
care" involves.  It concent rates on the ethical issues involved and  does not de al 
with the technical problems of such research.  In carrying out such research: 
 
The welfare  of the chil dren a nd you ng people t hemselves i s the overridi ng 
consideration – they mu st not be di sturbed or harmed by the exp erience of being 
interviewed. 
 
The parents or anyone acting as the guardian of any child or young person taking 
part in a research p roject must be confident that the latter’ s sa fety, rights a nd 
interests are being fully safeguarded. 
 
The interviewers and other Researchers involved in the project must be protected 
against any misunderstandings or possible allegations of misconduct arising from 
their dealings with the children or young people taking part in that project. 
 
The autho rities, and the publi c gene rally, mu st be confident th at all resea rch 
carried out with children a nd young p eople is conducted to the highest ethical 
standards and that there can be no question of any possible abuse of the children 
or young people involved.  
 
According to this Code of Conduct, a "child" is to be defined as "under the age of 
13", and a "young person" as "aged 13-17".  
 
As specified in the Code, it is the responsibility of the research to keep abreast of 
any legislation which could affect research among children and young people and 
to ensure that all those inv olved in a project a re aware of and a gree to abide b y 
these guidelines 
 
 

Children 
under 13 
 
Consent and 
Providing 
Information 
 
 

1. The pe rmission of a pare nt, guardia n or  othe r person on whom  the parent h as 
conferred responsibility for the child (e.g . a child-minder o r n eighbour) mu st be 
obtained before the child is approached for an interview.  Con sent given by the 
responsible adult to the interviewe r allows the  interviewe r to approa ch the 
child/young person.  Consent by a resp onsible adult should not be interpreted as 
constituting p ermission to interview th e child/young person, a s the child/you ng 
person must have their own opportunity to decline to take part in the research.  A 
child must not under any circumstances be approached for an interview unless he 
or she is accompanied by an adult. 
 

Sufficient 
Information to 
Grant Permission 

2. When requesting permission to carry out an interview, sufficient information mus t 
be given to the perso n resp onsible f or the child for him o r h er to re ach an 
adequately consi dered d ecision a bout giving such permission.  Where it i s n ot 
possible for that person t o see o r he ar the actu al question s to  be asked, the  
subject and general nature of the intervie w must be  explained, togethe r with an 
explanation of any poten tially sensitiv e or emb arrassing q uestions et c.  The  
identity of the person giving the permission for the interview should be noted but it 
is normally unnecessary for the permission to b e obtained in writing.  Where the 
subject matter is potentially sensitive consent should be obtained in writing.  
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Research Venue 3. When ca rrying out interv iews with chi ldren it is n ormally de sirable that so me 
responsible adult (a part f rom the inte rviewer) rema ins close at hand while t he 
interview is carried out.  Thi s i s especi ally im portant in th e case of in -home 
interviews.  However it is not necessary t hat this person is actually present in the 
same room – this may be und esirable in certai n ca ses for methodol ogical 
reasons, e.g. where it might introduce some bias in the responses. 

Product Testing 4. If the child is to be asked to test any product, the responsible person must be 
allowed to see this and (if they wish) to try it themselves. 
 
 

All Children 
and Young 
People 
 
Product Testing 
Again 
 

5. In cases involving the testing of any products the Researcher must take special 
care to check that:  
 

a) These are safe to consume (e.g. foods, confectionery) or to handle (e.g. 
toys).  T he R esearcher mu st c onfirm this (norm ally in writing) with the 
supplier of the product even though the latter may be legally liable for any 
adverse effects caused by the product. 

b) The child or young person does not suffer from any relevant allerg y (e.g. 
to products containing nuts).  

c) Children and young people do n ot become involved in any ille gal action 
(e.g. the under-age consumption of alcoholic products). 

d) There a re no ethni c, reli gious or cultural ba rriers to  the child or young 
person consuming or handling the product. 

e) Wherever possible the views of parents or guardians about products they 
would not wish the child or young person to try are also complied with. 

 
Special Care 6. The Researcher m ust ta ke into a ccount the deg ree of matu rity of the child  or 

young person involved when considering what subjects may or may not be safely 
dealt with i n an interview.  While  it ma y be impe rative to avoid certain subjects 
when interviewing children (e.g. a topic which might frighten the child), th e same 
subject mi ght quite safely be covered with  youn g pe ople if the ap propriate 
precautions are taken.  This ag ain is a question of good re search pra ctice as 
much as of ethics.  
 

  Special care is needed when interviewing children and young people about: 
a) Issues which could upset or wo rry the child (e.g. his or her relationships 

with other children) 

b) Those which risk creating tension between the child and its parents 

c) Those relatin g to potentia lly sen sitive family situations (e.g. pa rental 
relationships, incom e, use of alcoh ol or dru gs within the hou sehold, 
family illness) 

d) Those relati ng to raci al, religio us and simil ar socially o r p olitically 
sensitive matters 

e) Those concerned with sexual activities 
f) Those relating to illegal or otherwise socially unacceptable activities 

 7. There are sometimes valid and important reasons (e.g. in helping to guide social 
policies) for covering research topics of the kinds where special care is needed as 
referred to i n point 6. Whe n this i s t he ca se it is esse ntial both that a full 
explanation o f this is given to the resp onsible person (certainly in the case of  a 
child, and if possible even in the case of a youn g person aged 13-17) and their 
agreement obtained; and  also that steps are take n to ensu re that the child  or 
young person is not worried, confused or misled by the questioning. 
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Interviewers 8. It is not generally ne cessary to use spec ial types of interviewe rs for surveys 
among children and yo ung peopl e.  Many experienced interviewers are q uite 
capable of being trained for such work.  However, it is very important that anyone 
who is going to carry out such interviewing is carefully screened for their suitability 
for this responsibility, given the growing concern of parents and the general public 
about the protection of young people and especially of children.  The manner and 
behaviour of interviewers in relation to children must clearly be such as to inspire 
confidence a nd not suspicion among the publi c.  Whether working full -time or 
part-time, th e intervie wers shoul d be  gi ven spe cial trainin g for such work,  
including i n particular th e precaution s to be ta ken, the correct meth ods of 
obtaining permissi on, the spe cial ste ps needed to establish go od rapp ort wit h 
children, etc. Interviewers must be familiar with this Code. 
 

Special Situations 9. In the case of telephone – and even more, Internet – surveys it may often be more 
difficult to est ablish the a ge of the re spondent when making the f irst contact and 
also to obtai n the nece ssary permi ssion for an interview fro m the appropri ate 
responsible p erson.  Ho wever, de spite t hese difficul ties, the Re searcher shou ld 
still try to follow the principles set out in this Section.  This may mean that certain 
types of surv eys sh ould n ot be unde rtaken; if in d oubt –  or in the rare ca ses 
where some alternative procedure might seem more appropriate - the Researcher 
should consult the MRIA. 
 
In the case of qualitative research, before children/young people under the age of 
16 years are  asked to pa rticipate, the permission of  a parent, gu ardian or oth er 
person re sponsible for the m mu st be obtained.  Pl ease refe r to Section C5 for 
further clarification. 
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SECTION F: APPENDICES 
 
 
 

1. ADVICELINE 
 
 
 

  AdviceLine is a free  servi ce offe red by the Market ing Research  and Intellig ence 
Association to members who have questions about the interpretation of the Rules of 
Conduct and Good Practice. 
 
AdviceLine i s inte nded to provide ready a ssistance to members in th ose ca ses 
where the Code itself or usual sources of information, prove inadequate. 
 
Address your queries by e-mail, fax or telephone to the MRIA office or the Standards 
Portfolio Ch air and a sk for Advice Line se rvices.  A member of the Standard s 
Committee will try to respond to your query within two business days. 
 
The advice given is b ased on the b est advice of the Standards Committee member 
or his/her alternate and will not necessarily reflect the view of the National Boa rd or 
MRIA in general. 

  AdviceLine is intended to help members seeking satisfactory and helpful answers to 
their qu estions, kno wing that these answers often req uire sh ort timefram es fo r 
response. 
 
To initiate a query through AdviceLine, call, write or fax: 
 
AdviceLine 

The Marketing Research and Intelligence Association 

2600 Skymark Avenue, Bldg 4, Unit 104 

Mississauga, Ontario L4W 5B2 

Tel.: 905-602-6854  

Fax: 905-602-6855 

Toll free number 1-888-602-MRIA 

E-mail: info@mria-arim.ca 
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2. CHARTER OF RESPONDENT RIGHTS 
 
 
Your participation in legitimate marketing, social or public opinion research is very important to us.  We 
value your honest feedback and your time.  Your opinions help companies develop new products, make 
existing ones better, and improve customer service.  Your views also assist governments and non-profit 
organizations in advancing laws and policies that are in the public interest. 
  
Our relationship with you is based on respect, trust and goodwill.  When you participate in research 
conducted by our firm, or by any other corporate member of the Marketing Research & Intelligence 
Association (MRIA), you can be assured that: 
 
 
Article 1 You will always be told the first name of the person contacting you, the research company's 

name and the nature of the study. 
 
Article 2 You can verify that the research you have been invited to participate in is legitimate in one of 

two ways.  You can either obtain a registration number and the MRIA's toll-free telephone 
number for any research registered in the MRIA's Research Registration System or you can 
obtain the contact information of the research director that is conducting the study  

 
Article 3 You will not be sold anything or asked for money. 
 
Article 4 Your privacy and the confidentiality of your answers will be respected and strictly preserved 

in accordance with the organization’s privacy policy and applicable federal and provincial 
laws. 

 
Article 5 You will be contacted at reasonable times, but if the time is inconvenient, you may ask to be 

re-contacted at a more convenient time. 
 
Article 6 You are entitled to know the approximate duration of the interview. 
 
Article 7 Your decision to participate in a study, answer specific questions, or discontinue your 

participation will be respected without question. 
 
Article 8 You will be informed in advance if the interview will be recorded and the intended use of the 

recording.  You may choose not to proceed with the interview if you do not want it to be 
recorded. 

 
Article 9 You are assured that the highest standards of professional conduct will be upheld throughout 

all stages of the study. 
 
 



 
3. DISCIPLINARY PROCEDURES 

 
 
 

Submit 
Complaints in 
Writing 

1. Any individual or organization, regardless of membership in the MRIA, may lodge a 
complaint of professional misconduct against an Individual or Corporate member of the 
MRIA.  The complaint, alleging a violation of the MRIA’s Code of Conduct and Good 
Practice or an act or omission which has brought discredit to the profession/industry or 
the MRIA, must be submitted in writing to the MRIA’s Executive Director and should 
contain: 
 

• A full description of the act or omission being alleged ; and 
• Any supporting documentation or information to which the Complainant may 

lawfully provide to the MRIA. 

Matters Not 
Within the 
MRIA’s 
Disciplinary 
Purview 

2. The MRIA does not have the power to compel a member, whether an Individual or 
Corporate member, to pay monies or to perform certain business acts in relation to third 
parties.  Those powers may be exercised by the courts. 
 
The MRIA only has the power to impose a sanction upon or to censure a member of the 
MRIA for a violation of its Code of Conduct and Good Practice. 
 

Notification 3. Upon receiving a complaint, the Executive Director shall (1) notify the Complainant as 
well as the Member against whom the complaint has been lodged (hereafter called the 
Respondent) that the complaint has been received and (2) provide the latter with a copy 
of the complaint and any related documentation received. 
 

Attempt to 
Resolve 

4. The Respondent and the Complainant will have 30 days to try to resolve the complaint to 
each other’s satisfaction and to the satisfaction of the Executive Director via written 
correspondence.  The  Respondent and the Complainant must copy the Executive 
Director on all written correspondence exchanged between  them that relates to the 
complaint. 
 

Co-operation 
from Members 

5. The  Respondent must co-operate with the investigation of a complaint. 
 
Failure on the part of the Respondent to reply to the Complainant and the Executive 
Director within the 30 day Attempt to Resolve period will result in a direct referral of the 
complaint matter to the Standards Portfolio Chair, and may result in a sanction or 
censure for Refusal to Co-operate, separate from any sanction or censure stemming 
from the complaint matter itself. 
 
If a Respondent resigns from membership in the MRIA while the complaint matter is 
unresolved, then re-admission to membership at any point in the future will not be 
granted until the outstanding disciplinary process has been completed. 
 

If Resolution Is 
Satisfactory to 
All Parties 

6. If the Respondent and the Complainant are able to resolve the complaint to each other’s 
satisfaction, and if the Executive Director is satisfied that the matter does not warrant 
further review by the Standards Portfolio Chair, then the file will be considered resolved 
and closed. 
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Referral of 
Unresolved 
Complaints to 
Standards Chair 

7. If the Respondent and the Complainant are unable to resolve the complaint to their 
satisfaction within the 30 day Attempt to Resolve period , or if the Executive Director is 
not satisfied with any resolution of the complaint such that he/she believes that the 
circumstances or severity of the complaint merit further review, then the Executive 
Director shall forward the complaint and any related  documentation, to the Standards 
Portfolio Chair.  
 

Appointment of 
Complaint Panel 

8. Upon receipt of the complaint, the Standards Portfolio Chair shall appoint a Complaint 
Panel to consider the complaint.  The Complaint Panel shall consist of any three 
members-in-good-standing of the MRIA appointed by the Standards Portfolio Chair, who 
shall also designate one of the Panel members as its Chair. The President of the MRIA, 
the President-Elect, the Immediate Past-President, and the Standards Portfolio Chair 
may not serve on the  Complaint Panel.  The Complaint Panel must not comprise of 
anyone who is employed by the same organization, or an affiliated organization, as either 
the Complainant or the  Respondent; further, the Complaint Panel must not comprise of 
anyone who may be in a conflict of interest, real or perceived. 
 

Complaints 
Panel Serves 
Notice 

9. The Chair of the Complaint Panel shall immediately send written notice of its appointment 
to both the Complainant and the Respondent.  
 

 Initial Review of 
Complaint 

10. The Complaint Panel shall meet and consider all information related to the complaint 
including information received from the Complainant and the Respondent.  The 
Complaint Panel shall determine, after reviewing the complaint and any supporting 
documents, whether such materials constitute prima facie evidence of a violation of the 
MRIA's Code of Conduct and Good Practice or an act or omission which brought 
discredit to the industry/profession or the MRIA. 
 

No Evidence of 
Violation or 
Harmful Action  

11. If all members of the Complaint Panel agree that the act or the omission being alleged 
does not constitute a violation of the Code of Conduct and Good Practice or has not 
brought discredit to the industry/profession or the MRIA, the Chair of the Standards 
Portfolio shall so notify the Complainant and the Respondent,  and the file will be 
considered closed. 
 

Complaints 
Meriting Further 
Investigation 

12. If any of the three members of the Complaint Panel believe that a prima facie case has 
been made, the Complaint Panel will undertake a more detailed investigation of the 
complaint.  It may request additional written information from either party, in which case 
the party or parties shall be given 30 days to provide the requested information. 
 
Where the subject matter of the complaint is particularly complex, the Complaint Panel 
may, at its discretion and in consultation with the Standards Portfolio Chair, appoint an 
investigator to obtain detailed information, including statements and further supporting 
documents, from all parties to the matter.  The investigator will prepare a written report to 
the Complaint Panel summarizing his/her findings. 
 

Complaint Panel 
Deliberation 

13. The Complaint Panel may, at its discretion, invite the Investigator, the Respondent, and 
the Complainant to meet with it to answer questions about the matter under review. 
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Determination: No 
Breach of Code or 
Action Deserving 
Sanction  

14. If, following investigation, a majority of the Complaint Panel determines that there has 
been no violation of the MRIA's Code of Conduct and Good Practice or no act or 
omission which has brought discredit to the industry/profession or the MRIA, the Chair 
shall communicate that finding to the Standards Portfolio Chair along with the Panel’s 
written reasons.  The Standards Portfolio Chair shall then so notify the Complainant and 
the Respondent, explaining the Complaint Panel’s reasons for the determination, and the 
file will be considered closed. 
 

Recourse to 
Independent 
Reviewer of 
Complaints 

15. Any Complainant who is dissatisfied with the Complaint Panel’s decision may make 
application, in writing, for a review by the Independent Reviewer of Complaints of the 
Complaint Panel’s decision.  Such application must be made with 30 days of the written 
communication of the Complaint Panel’s decision to the Complainant, and must be 
accompanied by a payment of $100 CDN or such other fee (Independent Reviewer Fee) 
as may be established from time to time by the MRIA Board of Directors, by way of cash, 
certified cheque or bank draft made payable to the Marketing Research and Intelligence 
Association (the “Independent Reviewer Payment.”)  
 
The Independent Reviewer of Complaints, who is not a member of the MRIA, shall refer 
the matter back to the Complaint Panel for reconsideration if he/she determines that  
 

• the Complaint Panel failed to follow appropriate procedures in arriving at its 
decision; 

• there is reason to suspect a lack of independence on the part of any member of 
the Complaint Panel; or 

• the Complaint Panel did not give due consideration to all of the available 
evidence in arriving at its decision. 

 
The decision of the Independent Reviewer of Complaints shall be final. 
 
Where the Independent Reviewer of Complaints refers a matter back to the Complaint 
Panel for reconsideration, the Independent Reviewer Payment shall be refunded to the 
Complainant. 
 
When the Complaint Panel reconsiders a complaint matter as a result of a referral back 
by the Independent Reviewer, it will issue written reasons for its final decision to the 
Complainant, the Respondent, the Independent Reviewer, and the Standards Portfolio 
Chair. 
 

Determination: 
Minor Violation  
Not Deserving of 
Sanction 

16. If a majority of the Complaint Panel determines that while there has been a violation of 
the MRIA's Code of Conduct and Good Practice and/or the Respondent has committed 
an act or omission which could have brought the profession/industry or the MRIA into 
disrepute, but such violation is not sufficiently grave as to warrant censure, suspension of 
membership, or expulsion from membership, the Chair shall communicate that finding to 
the Standards Portfolio Chair along with the Complaint Panel’s written reasons.   
 
The Standards Portfolio Chair shall then so notify the Complainant and the Respondent, 
explaining the Complaint Panel’s reasons for the determination.   
 
The Standards Portfolio Chair will provide guidance and advice to the Respondent to 
assist in avoiding a similar situation in the future, will attempt to obtain assurances from 
the Respondent that the act or omission specified in the complaint will not be repeated; 
and the file will be considered closed. 
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Determination: 
Violation or Act 
Deserving of 
Sanction 

17. If a majority of the Complaint Panel determines that there has been a violation of the 
MRIA's Code of Conduct and Good Practice that is more serious than a minor 
transgression, and/or the Respondent has brought discredit to the profession/industry or 
the MRIA, and/or the Respondent has refused to co-operate in the investigation of a 
complaint of professional misconduct, the Chair shall communicate its finding to the 
Standards Portfolio Chair, along with the Complaint Panel’s written reasons, and the 
sanction to be imposed: Censure, Suspension of Membership, or Expulsion from 
Membership.  
 
The Standards Portfolio Chair shall then notify the Complainant and the Respondent of 
the Complaint Panel’s decision, explaining the reasons for its determination, and the 
sanction to be imposed.   
 

Circumstances for 
Sanction of 
Censure, 
Suspension or 
Expulsion 

18. While it is not possible to state with precision or comprehensiveness the circumstances in 
which censure, suspension or expulsion would be appropriate, the factors to be taken 
into account by the Complaint Panel in considering an appropriate sanction ordinarily 
would include: 
 

• The number of violations found; 
• Whether such violations constitute a pattern tending to establish that the 

Member is incapable of complying or unwilling to comply with the MRIA's 
Code of Conduct and Good Practice’s provisions; 

• The extent to which the violation(s) are of a nature tending to bring the entire 
survey research industry into disrepute; 

• The extent to which any other type of public injury is reasonably attributable 
to the violation(s). 

 
Censure 19. A sanction of Censure shall take the form of  

 
• a written reprimand from the Standards Portfolio Chair to the Respondent; 
• communication of the censure and the related reasons to the MRIA Board of 

Directors; and 
• publication of the censure and the related reasons in the MRIA’s member 

magazine. 
 

Suspension From 
Membership; and 
Possible 
Subsequent 
Reinstatement 

20. A sanction of Suspension from Membership shall take the form of 
 

• a written reprimand from the Standards Portfolio Chair to the Respondent; 
• suspension of membership in the MRIA for a period of not less than six months 

and not more than two years, as determined by the Complaint Panel; and 
• publication of the Suspension of Membership and the related reasons in the 

MRIA’s member magazine. 
 
  At the end of the suspension period, the Member may be reinstated on the condition 
that the MRIA receives written assurance that the act or omission specified in the 
complaint will not be repeated.  If such assurance is not provided, the Respondent will be 
expelled from the MRIA Membership following the suspension period. 
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Expulsion From 
Membership; and 
Possible 
Subsequent Re-
instatement 

21. A sanction of Expulsion from Membership shall take the form of 
 

• a written reprimand from the Standards Portfolio Chair to the Respondent; 
• Expulsion from Membership in the MRIA for a period of two years; 
• publication of the Expulsion from Membership and the related reasons in the 

MRIA’s member magazine; and 
• possible publication of the Expulsion from Membership and the related reasons 

in external media, as determined by the Board of Directors of the MRIA. 
 
A party expelled from membership can apply for reinstatement after its expulsion period 
has been completed, and must provide written assurance that the action or omission 
specified in the complaint will not be repeated before its application can be considered.   
Reinstatement of  a party expelled from membership can only be effected by a two-thirds 
majority vote of the MRIA Board of Directors.  
 

Right to Appeal 22. If the Complaint Panel’s determination calls for a sanction of Suspension from 
Membership or Expulsion from Membership, the Respondent shall have the right to 
appeal the decision. 
 
Appeals must be made in writing, together with a payment of $100 CDN or such other fee 
as may be established from time to time by the MRIA Board of Directors, by way of cash, 
certified cheque or bank draft made payable to the Marketing Research and Intelligence 
Association (the "Appeal Payment") (collectively, the "Appeal"), to the Standards 
Portfolio Chair within 30 days of the written communication of the Complaint Panel’s 
decision to the Respondent. 
 
Upon receipt of an Appeal, the matter shall be reviewed by an Appeal Panel, which shall 
be comprised of the President, President-Elect, and Immediate Past-President of the 
MRIA. 
 
The Appeal Panel shall consider all information that was before the Complaint Panel and 
may request additional information from the Complainant, the Appellant/Respondent, or 
other parties.  If the Appeal Panel requests additional information from any party, that 
party shall have 30 days to respond in writing. 
 
The Appeal Panel shall either: 
 

a) Dismiss the Appeal;or 
b) Allow the Appeal in whole or in part and substitute its decision for that of the 

Complaint Panel. 
 
In cases where the Appeal is allowed in whole or in part, the Appeal Payment shall be 
refunded to the Respondent. 
 
Any determination or order of the Appeal Panel and its reasons shall be made in writing 
and sent to the Appellant/Respondent and the Complainant. 
 
All determinations of the Appeal Panel shall be final.  
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4. EXAMPLE OF AN INTERNET SURVEY PRIVACY STATEMENT 
 
NameOfCompany woul d like to thank you for taking part in this Market Research su rvey about 
GeneralDescriptionOfTheSurvey.  We are not trying  to sell or pro mote anything.  We are in terested only 
in your opini ons.  T he answers you give us will  be treated as Confidential unless you have given yo ur 
consent to the contrary.  In the relatively few ins tances where we ask you for permission to pass data on 
in a form which allows you to be personally identified, we will ensure that the information will be used only 
for the purposes stated.   
We will not send you unsolicited mail or pass on your email addresses to others for this purpose.  As with 
all forms of marketing an d opinion research, your co-op eration is voluntary at all times.  No person al 
information is sought from or about you, without your prior knowledge and agreement.  You are entitled at 
any stag e of  the intervie w, or subsequently, to ask that pa rt o r all of  the record of you r intervie w b e 
destroyed or deleted.  Wherever reasonable and practical we will carry out such a request. 
We use cookies and other similar devices sparingly and only for quality control, validation and to prevent 
bothersome repeat surveyi ng.  You can  configu re yo ur Bro wser t o notify you whe n co okies are bein g 
placed on your computer.  You can also delete cookies by adjusting your browser settings  
We a utomatically capture  informatio n about you r b rowser type for the sole purpose of d elivering an 
interview best suited to your software. 
Our we b site has security measures in place t o protect th e lo ss, mi suse, a nd alteration of the  
information under ou r control.  Only certain employees have access to the i nformation you p rovide us 
with.  They have access only for data analysis and quality control purposes.  
You can contact us at emailaddress@company.com to discuss any pro blems with this survey. You can 
find out more about us at www.ourwebsite.com.  We are members of the MARKETING RESEARCH AND 
INTELLIGENCE ASSOCIATION and follow their code of conduct for market research.  
 




